INTRODUCTION
Today's customers of retail outlets no longer based their purchase decisions only on product functions, features or attributes. They now seek for additional beneficial elements which have considerable influence on where they make their purchases; thus making retail competitive advantage to go beyond product, price, promotion and place (Baker et al 2003) . One of such additional influential elements on customers' patronage of retail outlets, especially supermarkets, is store layout. Store layout is an important element that encourages continuous customer patronage (loyalty) as well as useful determinant in the development of good store image (Baker et al, 2003) which leads to greater consumer elaboration and more positive consumer outcomes (Griffith, 2005) . Taking a holistic and strategic approach to store layout can lead to greater payoffs in terms of increased sales, profitability and ultimately customer loyalty (Clark, 2003) . Several authors and researchers, including Zeynep and Nilgun (2011), Clark (2003) , Baker et al (2003) , Lewinson (1999) , Griffith (2005) and Tiapana (2009) had affirmed store layout as a critical factor in today's retailing business. However, the works of these authors are foreign-based, with majority of them done in retail outlets other than supermarkets. As such virtually nothing has been done to scientifically test their veracities in Nigeria, in general and Port Harcourt in particular. This marks our point of departure as this study aims at establishing relationships among the dimensions of store layout used in this study and customer loyalty of supermarkets in Port Harcourt, Nigeria.
LITERATURE REVIEW

Store Layout
Store layout is the design of a store's interior for the ease of shopper movement within the store and maximum exposure of products displayed (Kalu et al, 2011) . Thus, store layout includes doors, merchandise placement, shelf orientation, music, check-out counters, interior decoration, staff attitude, lighting and location of the loading facilities (Levy et al, 1995) , as well as fixtures, product grouping/placement, traffic flow, department locations, allocation of floor space and allocations with department (Turkey & Milliman, 2000) . The essence of store layout is creating a positive store image in the minds of customers. In view of the above, Borges (2003) sees store layout as a huge and important duty of retail outlets managers, as it is one of the determinant factors of consumers' unplanned purchases (Bellizzi et al, 1992) and store loyalty (Miller & Merildees, 2001) . Store layout, therefore, shows the ultimate image of a store as well as shaping the perception of customers towards a store's environment (Tiapana, 2009 ).
Dimensions of Store Layout
A number of researchers have identified various dimensions of store layout. They include Levy at al (1995) , Turkey and Milliman (2000) , and Tiapana (2009) . But without prejudice to that of other authors, the dimensions of store layout adopted in this study, as briefly explained below, are that of Tiapana (2009) . The choice of these dimensions is based on the author's reported findings on the relationship between each of the dimensions and customer frequency of shopping at convenience stores in Kwa Mashu. However, the aim of this study is to establish relationship between each of these dimensions of store layout and customer loyalty of supermarkets.
Product Assortment
Product assortment is a critical element of store layout as it provides customers with the breadth and depth of product they want under one roof. A good product assortment entices customers to move within the store which could lead them to purchase more merchandize than may have planned originally (Levy & Weitz, 2007) . Stores that carry large assortments of products are often preferred by consumers for several reasons, including matching of specifications, convenience, ease of shopping and flexibility (Boatwright & Nune, 2001 ).
Merchandize Display
Merchandize display, which is frequently used in store retailing (Zentes et al, 2007) , refers to the way products are arranged in a store (Tiapana, 2009) , and forms an integral component of the store image (McIntosh, 2007) . Catchy merchandize display is capable of making shoppers to sacrifice the time and effort required to go a more distant store.
Store Floor Space
Store floor space is an in-store communications strategy aimed at making movement within a store easier and fun. Adequate store floor space requires enough space for easy movement in a store, easy entrance from outside the store and clear navigation and displays (Tiapana, 2009) . Shoppers expected that space inside a store leads to experience of shopping pleasure (Wagner, 2007) .
Store Traffic Flow
Shopping is one of exciting activities in life. Retail outlets are being designed to take care of the constantly changing taste and preference of shoppers. As part of leisure, most people, today, shop as families which sometimes create a traffic jam in a store. Thus, conducting a traffic flow analysis is a step in the right direction towards achieving customer loyalty. The essence of conducting store traffic flow analysis is to find out ways of making shopping and running the store easier, using layout and merchandising techniques in improving sales, stores appearance and making shopping more fun (Quiin and Steward, 2007) . Thus, retail outlets manager should avoid congestions and heavy traffic flow in stores (Guy & Duckett, 2003) , as this has been found to be an important element in the success of retail store (Hui et al, 2007) .
Store Atmospherics (Music and Lighting)
Store atmospherics have been affirmed, by shoppers, as important elements in store selection. This has made atmospherics which include music and lighting to receive considerable attention in the retail and services literature (Tiapana, 2009 ). For centuries, music and lighting had been acknowledged to have powerful effect on human response (Sweeney & Wyber, 2002) . Music influences consumers' retail purchase intentions (Tiapana, 2009) . Thus, retail managers should know the music liked by their target market (Broekemieret et al, 2008) . However, in general, a mix of classical or otherwise soothing music encourages shoppers to slow down, relax, and take a good look at the merchandise (Tiapana, 2009 ).
Lighting is a critical issue in today's fast growing retail trend (Zeynep & Nilgun, 2011) , as it involves more than simply illuminating space (Levy & Weitz, 2007) . Lighting highlights products, beautifies space and captures a mood or feeling that enhances the store's image (Tiapana, 2009) , and also has the potential to affect sales dramatically (Levy & Weitz, 2007) .
Customer Loyalty
Customer loyalty is the willingness of a customer in maintaining his purchase relations with a firm and or its product (Kim & Yoon, 2004) . A loyal customer shows outstanding commitment to a firm, contributes to its profitability and refers the firm and or its products to others (Mcllroy & Barnett, 2000) . Customer loyalty is categorized into components, including behavioural and attitudinal (Guillen et al, 2011) ; advocacy, retention and purchasing (Henning, 2010; Hayes, 2012) ; repeaters, recommenders, reminders, rebuilders and reapers-developed and termed the "Five Rs" Model of customer loyalty by Agu and Okpara (2015) . Continued existence and operation of a firm are ensured by customer loyalty (Chen & Hu, 2010) , which can be influenced by management action (Gerpott et al, 2001 ).
In view of the foregoing, managers of retail outlets have recognized store layout as a significant factor in influencing consumer buying decisions (Schiffman & Kanuk, 2002) , and as a key element in ensuring customer loyalty (Pan et al, 2008) .
Based on the above literature, the theoretical framework as shown in Figure 1 was developed.
Figure1. Theoretical Framework of Store Layout and Customer Loyalty Source: Desk Research, 2016
Based on the theoretical framework, certain hypotheses as stated below were formulated for the study. 
METHODS AND INSTRUMENTS
This study was carried out in Port Harcourt, Nigeria. The city has an estimated population of 1,947,000 as at March, 2015 (www.takemetonaija.com). Due to difficulties in covering the population, a sample was drawn from the population. For a population of 1,000,000 and above, 384 is adequate as a sample size (Sekaran, 2003) .
However, for the purpose of this study, the sample size was increased to 400, to ensure even distribution of the research instrument in the selected supermarkets.
Data were collected from 400 customers of 10 supermarkets drawn from 5 areas of Port HarcourtDiobu, Borokiri, New GRA, Old GRA and Port Harcourt City -using structured questionnaire, on the basis of 2 supermarkets per area. However, all elements that constituted the sample size were people who were shopping in or leaving the store after purchase as at the time the researchers visited the supermarkets selected for study. This is referred to as convenience sampling as it is based accessibility (Ezejelue et al, 2008) .
The questionnaire used for the study had two sections -A and B. Section A contained 5 sub-sections, each with statements relating to a particular store layout dimension as follows; Product Assortment (5 items), Merchandise Display (8 items), Store Floor Space (5 items), Store Traffic Flow (6 items) and Store Atmospherics (7 items). Section B measured Customer Loyalty with 5 items. Respondents were to rate each statement or items using a 5-point Likert Scale of Strongly Agree (5), Agree (4), Neutral (3), Disagree (2) and Strongly Disagree (1). The questionnaire was pre-tested on 20 respondents from 2 of the supermarkets studied. The coefficient values were all above 0.7, thus meeting Nunnally's (1978) recommendation of greater than 0.70. Pearson's correlation was used to establish the relationship between store layout and customer loyalty.
RESULTS
The five hypotheses formulated for the study were tested using Pearson's Product Moment Correlation Coefficient. Results from the study, as contained in Table 1 , shows a significant positive relationship between product assortment and customer loyalty (r = 0.926, p < 0.01). This is an indication that adequate product assortment leads to customer loyalty. Again, the Table shows that merchandise display has significant relationship with customer loyalty (r = 0.944, p < 0.01), signifying that improved merchandize display leads to customer loyalty. It is also shown in the Table that store floor space is significantly related to customer loyalty (r = 0.979, p < 0.01), following the same trend where improvement in store floor space leads to customer loyalty. Also from the Table, store traffic flow was found to have significant relationship with customer loyalty (r = 0.959, p <0.01), indicating that adequate management of traffic flow within a store leads to customer loyalty. Finally, the Table also shows that store atmospherics are significantly related to customer loyalty (r = 0.897, p < 0.01), which indicates that improved store atmospherics lead to customer loyalty. 
DISCUSSION OF RESULTS
The results supported all the five hypotheses formulated for the study. The test of hypothesis one shows that product assortment was positive related to customer loyalty. This finding is consistent with previous studies that found that a good product assortment boosts sales by enticing customers to purchase more than they originally planned and ultimately leads to customer loyalty (Clark, 2003; Levy & Weitz, 2007) . The test of hypothesis two shows a positive and significant relationship between merchandize display and customer loyalty. This finding is supported by previous studies which affirmed that appropriate merchandize display is a premium to a retail outlet (Mitchell and Ingram, 2002; McIntosh, 2007) . The result of the test of hypothesis three shows that store floor space has significant relationship with customer loyalty. Store floor space has been found by other studies, for example Michon et al (2008) , Wagner (20070 and Griffith (2005) , to be a critical factor driving consumer response in terms of repeat purchases.
Evidence from the test of hypothesis four shows a significant relationship between store traffic flow and customer loyalty. Other studies that affirmed this finding include Quinn and Stewart (2007) and Hui et al (2007) as they found out that proper management of in-store traffic flow plays an important role in the success of a retail outlet.
Finally, the test of hypothesis four shows a significant relationship between store atmospherics and customer loyalty. Store atmospherics, including music and lighting, have been used in creating certain effects on buyers (Tiapana, 2009) . Other studies that also support our finding include Levy and Weitz (2007) , Broekemier et al (2008) and Sweeney and Wyber (2002) .
CONCLUSION
This study sought to establish a relationship between store layout and customer loyalty of supermarkets in Port Harcourt. Dimensions of store layout, as used in this study, and customer loyalty were discussed, and hypotheses formulated therefrom. The results of the test of the hypotheses show that store layout has strong significant relationship with customer loyalty. Thus, providing good store layout could be a means of gaining strong competitive advantage in a retail venture.
RECOMMENDATIONS
1. Product assortment is a critical factor in achieving customer loyalty as findings indicated.
Therefore, supermarkets in Port Harcourt should ensure that needed products are stock, in breadth and depth, to avoid out-of-stock which typically leads to lost of goodwill, sales, revenue and customer loyalty. 2. Supermarkets should ensure that available products are attractively displayed on shelves. Thus, eye-catching and appealing display is recommended. Moreover, complementary products should be displayed close to each other, as this would minimize customers' time expense and makes shopping efficient. 3. Supermarket owners should ensure that enough space is left between shelves for easy movement in the store, especially these days that most families take shopping trips as part of their leisure. Inadequate space between shelves can make movement uncomfortable, thereby making the shopping experience displeasurable. 4. To ensure adequate store traffic flow, supermarkets owners should adopt the strategy of establishing aisles that are narrow enough to make customers to slow down, which will give them enough time to notice products displayed, but not so narrow that they create a traffic jam. 5. Store owners should ensure adequate use of music and lighting in their stores, as they have been acknowledged for centuries to have powerful effects on human responses. Besides lights that should make the store looks bright and inviting as well as enable customers to see products clearly, store owners should ensure that background soothing music that would make shoppers to slow down, relax and take a good look at products are played. However, the sound should not be allowed to degenerate to noise, as music is successive sounds which are pleasant to the ear.
